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Jim SCHEURICH (1987), A Lifestyle Typology to 
Model Young Male Drinking and Driving (Septem- 
ber), 257-263. 


A segmentation typology of youag males is developed. This typology 
is based on the lifestyle traits that prior research suggests are linked 
to drinking-driving behaviors. Implications of this lifestyle analysis 
for those managing campaigns against drinking and driving are 
discussed. 


LEHMANN, Donald R. see Corfman, Kim P. (June 1987) 
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MACKLIN, M. Carole (1987), Preschoolers’ Under- 


standing of the Informational Function of Television 
Advertising (September), 229-239. 


Two studies were conducted to examine preschoolers’ understand- 
ing of the relationship between television adverts: and the buying 
process. Advertising’s role in the relationship is cescribed as serving 
an “informational” function for the viewer, which is distinct from 
the seller’s “‘persuasive” one. Two nonverbal mvasu.cs were de- 
veloped to measure children’s understanding of *f¢ former. Study 
1 (n = 120) involved a game in which children tapped their re- 
sponses on a game board. Study 2 (n = 45) required preschoolers 
to enact purchase behavior. A minority of older preschoolers were 
successful in completing the tasks. It is argued that nonverbal tasks 
are appropriate for use with young children who are linguistically 
limited and that such techniques should be used to assess children’s 
abilities in a commercial context. 


MARMORSTEIN, Howard see Alba, Joseph W. (June 
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MEYER, Robert J. (1987), The Learning of Multiattribute 


Judgment Policies (September), 155-173. 


In this article we explore the process by which consumers learn 
multiattribute rules of judgment. We report on two experiments 
in which subjects are asked to learn, through induction, a mul- 
tiattribute rule that defines product quality in a novel category. 
In the first experiment we find that subjects are capable of predicting 
the outcomes of a single multiattribute rule with as few as four 
bits of feedback, with the primary method of evaluation being 
comparisons to examples. There is, however, a decided bias in 
these judgments: subjects are able to learn the attributes associated 
with a good option more rapidly and with greater accuracy than 
those associated with a bad one. The second experiment reinforces 
these earlier results, and offers two additional insights: the ability 
to learn rules is largely independent of the degree to which subjects 
can control their own method of learning, and subjects use con- 
figural judgment policies to arrive at predictions even when the 
true generating rule is additive in nature. We discuss implications 
of the findings for current research in consumer choice analysis. 
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on Judgment (March), 522-530. 


Two experiments provide convergent evidence that sex roles, when 
activated, influence males’ and females’ judgments. Activation of 
the genders’ sex roles was achieved either by means of explicit sex 
role primes or by making unambiguous self- and other-relevant 
information highly salient. In accordance with males’ self-focused 
agentic sex role, males’ judgments were sensitive to the favorableness 
of only self-relevant information, whereas females, who adhere to 
a self- and other-sensitive sex role, rendered judgments that reflected 
the implications of both self- and other-relevant information. 
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OLIVER, Richard L. and Wayne S. DESARBO (1988), 
Response Deierminants in Satisfaction Judgments 
(March), 495-507. 


The effect of five determinants of satisfaction are tested as well as 
individual differences in satisfaction formation. Manipulations of 
attribution, expectancy, performance, disconfirmation, and equity 
are written into stock market trading scenarios in a full factorial 
design. Results show that all main effects and four ordinal two- 
lway interactions are significant. Then, an individual-level analysis 
is performed on the repeated measures data. Three clusters of 
subjects sharing similar response tendencies (disconfirmation, per- 
formance, and equity) are identified and related to investment 
attitudes, outcome attitudes, and demographics. No consistent re- 
lationships are discovered, suggesting that the response differences 
reflect deeper behavioral tendencies. Implications of this approach 
for satisfaction paradigms, satisfaction theory, and individual sat- 
isfaction response orientations are presented. 


OLIVER, Richard L. see Burke, Raymond R. (March 
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PUTO, Christopher P. (1987), The Framing of Buying 
Decisions (December), 301-315. 


Research in behavioral decision theory suggests that people use 
reference points as the basis for judging/comparing the value of 
decision alternatives, but there has been little research addressing 
how decision reference points are formed. This paper posits and 
empirically demonstrates a conceptual framework of the reference 
point formation process for buying decisions. The basic concepts 
in the framework are supported, and the resulting reference points 
are shown to influence choice in a manner consistent with prospect 
theory. 
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QUALLS, William J. (1987), Household Decision Be- 
havior: The Impact of Husbands’ and Wives’ Sex 
Role Orientation (September), 264-279. 


This study examines the impact of sex role orientation on the 
outcome of a family home purchase decision. A relatively strong 
relationship is found between sex role orientation (SRO) and the 
degree of household influence, preference agreement, mode of 
conflict resolution, and decision outcome. Finally, it is found that 
household decision behavior is better explained in the context of 
a theoretical network of systemic household relationships rather 
than through a series of bivariate family relationships. 
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Five explanations of group differences in food consumption (na- 
tional identity, ethnicity, region, income, and minority status) are 
tested. Data on consumption of 38 food items come from household 
refuse analysis for 11 social groups. Differences are best explained 
by regional proximity, followed by minority status. Income was 
least powerful, although still statistically significant. 
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ROOK, Dennis W. (1987), The Buying Impulse (Sep- 
tember), 189-199. 


What is impulse buying? Despite the marketing and lifestyle factors 
that encourage it today, impulse buying is not yet well understood. 
This is due to part to the longstanding absence of a compelling 
conceptualization of this distinctive type of purchasing behavior. 
This article reviews extant research on impulsive behavior and 
then introduces a new interpretation of impulse buying. Following 
this are the results of an exploratory study that investigates the 
phenomenology of consumers’ impulse buying episodes. The re- 
search identifies: (1) the subjective experiences that distinguish the 
onset of the buying impulse, (2) how consumers cope with their 
impulsive urges to buy, and (3) the types of negative consequences 
they incur as a result of their impulsive buying. 
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Subjects completed a purchase decision under a computer-con- 
trolled laboratory simulation that enabled acquisition of both at- 
tribute-value and recommendation information from five sources. 
Analysis of subjects’ acquisitions and recorded statements during 
the decision process offered support for the existence of unique 
decision strategies for situations involving availability of both kinds 
of information. Based on the manner in which recommendation 
information was used, these strategies were subdivided into a (1) 
recommendation-forms-evoked-set (RFES) for consideration, and 
a (2) recommendation-forms-standard (RFS) for comparison to 
other brand alternatives. Differences in strategy use between two 
product categories were explored. 
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Continuous-display, electricity-use monitors provide more com- 
prehensive electricity cost information than previously considered 
initiatives. This study analyzes the effect of monitor-provided in- 
formation on consumers’ monthly peak period, off-peak period, 
and total electricity consumption using an ANCOVA framework. 
Results indicate that monitoring did not induce conservation but 
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did significantly contribute to shifting electricity use from peak to 
off-peak periods. 
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A recent trend in consumer research is the broadening of the 
notion of consumer behavior to include activities not merely epi- 
phenomenal to marketing. Another trend with earlier historical 
origins is the semiotic interpretation of consumption activities. 
These trends are merged in the present article, which contrasts the 
vehemence with which Japanese cultural uniqueness is linked with 
the spirit of the language (kotodama) with the Japanese readiness 
to use English language loanwords in establishing an identity for 
indigenous product offerings. The article focuses on the investing 
of indigenous consumer goods with meaning through use of loan- 
words in a culturally censervative blocked market context. It ex- 
plores the meaning of such investment from the perspective of 
consumer and analyst, using product labels and other promotional 
vehicles as a primary data base. Finally, it treats the diffusion of 
cultural elements such as language and lifestyle, and their subse- 
quent adaptation to local systems of meaning, as a significant 
macroconsumption pattern. 
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(March), 566-578. 


The relationship between prior knowledge and information search 
to the selection of information at the brand-attribute level is ex- 
amined. The focus is on both the content and the certainty as- 
sociated with prior beliefs about the attribute values of various 
brands. We find that information is acquired earlier with respect 
to prior beliefs that are more uncertain and less favorable. In 
addition, we find earlier acquisition of information on brands with 
high prior attractiveness in a choice but not in a ranking task. A 
dynamic analysis of information acquisition incorporating the effect 
of prior knowledge and newly acquired knowledge on search prior- 
ities is developed. 
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J. CALDER (1987), Confirmatory Versus Compar- 


ative Approaches to Judging Theory Tests (June), 
114-125. 


This article examines the widely held view that manipulation checks, 
measures of process, and repeated operationalizations in different 
settings are frequently essential for rigorous tests of theory. This 
Confirmatory Approach to theory testing is contrasted with the 
Comparative Approach, which asserts that any procedures are ad- 
equate if they serve in demonstrating the superiority of one ex- 
planation to its rivals. Our analysis favors the Comparative Ap- 
proach. It is shown that manipulation checks, measures of process, 
and repeated operationalizations are not necessary nor always suf- 
ficient for rigorous tests. They have no special status in relation 
to other convergence procedures that are accepted by the Com- 
parative Approach for producing rigorous theory tests. 
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W. ENGLE (1987), Classical Conditioning of Con- 
sumer Attitudes: Four Experiments in an Advertising 
Context (December), 334-349. 


We conducted four experiments to test various properties of classical 
conditioning in an advertising/consumer behavior context. Ex- 
periment 1 demonstrates attitude conditioning at each of four 
levels of conditioned stimulus-unconditioned stimulus pairing. In 
Experiment 2, latent inhibition due to subject preexposure to the 
conditioned stimulus is shown to retard conditioning for both 10- 
trial and 1-trial pairings of conditioned and unconditioned stimuli. 
Experiment 3 reveals that forward conditioning of attitudes is su- 
perior to backward conditioning. Experiment 4 extends the findings 
from the first three experiments and serves to counter some of 
their potential methodological problems. Collectively, these ex- 
periments provide an initial response to McSweeney and Bierley’s 
(1984) call for more sophisticated classical conditioning research 
in consumer behavior. 
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Categorization and Inference Making: Some Impli- 
cations for Comparative Advertising (December), 
372-378. 


A categorization approach to inference making was used to de- 
termine when the effects of comparative advertising would differ 
from those of noncomparative advertising. Comparative advertising 
led to different responses for experts relative to either product class 
or product type level noncomparative advertising, but for novices 
only when the noncomparative ad referred to a broad product 
class. These differences were for measures of similarity, distinc- 
tiveness, and ad informativeness. Mean values on brand attitudes 
were not differentially influenced by comparative versus noncom- 
parative advertising, though comparative advertising resulted in 
more polarized attitudes. These results were interpreted within the 
categorization framework and point to the general usefulness of 
this conceptual framework. 
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(1988), ““My Favorite Things”: A Cross-Cultural In- 
quiry into Object Attachment, Possessiveness, and 
Social Linkage (March), 531-547. 


We explore the meaning and histories of favorite objects in two 
cultures using surveys and photographs. Favorite object attachment 
is differentiated from the possessiveness component of materialism 
and from attachment to other people. Meanings of favorite objects 
derive more from personal memories in the U.S. and from social 
status in Niger than from object characteristics. Since favorite 
objects serve as storehouses of personal meanings, gender, age, 
and culture reflect differences in object selected as well as reasons 
for selection. In the U.S., photographs show greater proximity to 
objects that are symbols of others or experiences than to objects 
enjoyed for their own attributes. 
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